The purpose of this study is to examine the Yemeni customers' intention to adopt takaful products, and to explore the potential factors that influence their decision. This study applies SEM and one sample t-test to analyse the collected data. The results indicate that among the factors included in this study, only compatibility positively and significantly affects the adoption intention. This is the first study that addresses the adoption of Takaful products in Yemen and the factors that influence it. Furthermore, this study extends the Innovations Diffusion Theory (IDT) by applying it to a different setting.
Introduction
With increasing risks associated with fast economic and social development, insurance operations become crucial. Despite the popularity and high demand for insurance products worldwide, they have a relatively low level of penetration in the Muslim world. This low level of penetration applies to most of the Muslim countries. However, it is more apparent in the case of Yemen (Schwefel 2011) . This situation initially indicates that there is a great potential for takaful among Muslim customers in Yemen and similar settings.
It is worth noting that Yemeni people are religiously-oriented, therefore it is hypothesised that the Islamic aspect of any product or service offered initially matters to them. For instance, when a Yemeni conventional insurance company by the name "United Insurance" introduced takaful products in 2008, around 80 percent of the existing customers changed to takaful (Saif 2012) .
Furthermore, Saif (2012) argued that the insurance sector realized the importance of takaful products in terms of attracting Yemeni customers and investors. This has therefore led the insurance companies, as well as some Yemeni Islamic banks, to introduce takaful products and to launch new takaful companies and subsidiaries.
Currently, the total worldwide takaful premiums covering life and non-life contracts are expected to reach USD7.4 billion by 2015 (Aziz et al. 2011 ). Nevertheless, a basic requirement for the future growth of the takaful industry is the positive perception and acceptance of takaful products as an alternative to the existing conventional insurance products.
Hence, extensive studies on customers' intention to adopt takaful products are highly required in this context i.e. Yemen, which carries much of the Islamic heritage and traditions. 1 Accordingly, various studies have empirically investigated customers' intention to adopt takaful products in several contexts. A majority of these studies were conducted in South East Asian and European countries. Specifically, Rahman et al. (2008) examined Malaysian undergraduate students' purchasing behaviour regarding takaful/insurance products. They emphasised five main factors, namely: services delivery, services provision, reputation, electronic services and convenience. By applying paired sample t-test to a sample of 537 undergraduate students, the findings showed that the undergraduate students opine that insurance products are better than takaful products in all the aforementioned dimensions. Nevertheless, when religiosity is included in the model, the findings revealed that it is ranked highest among the remaining dimensions. Furthermore, their findings indicated that there is a tendency for the respondents to be willing to shift to takaful products for their future contracts.
In the same context, Rahim and Amin (2011) investigated the factors influencing takaful acceptance among Malaysian customers, focusing on attitude, subjective norm, amount of information (AOI), and acceptance of takaful. Their sample included 176 respondents and applied multiple regression analysis. Their results showed that attitude, subjective norm, and AOI are influential predictors of takaful acceptance in Malaysia.
Furthermore, Aziz et al. (2011) studied the government servants' perception of mo-tor takaful, covering a sample of 300 respondents and applying multiple regression and Pearson correlation analyses. Their model was based on four main explanatory variables, namely, product knowledge, awareness, advertising and benefit of the product. The results indicated that all the aforementioned explanatory variables significantly influence the level of acceptance of motor takaful products by Malaysian government employees. The latter was found to be positive. Ayinde and Echchabi (2012) examined the Malaysian customers' willingness to adopt takaful products as well as the factors that may influence their behaviour, covering a sample of 200 respondents and applying Structural Equation Modelling (SEM) and ttest. The findings indicated that the Malaysian customers are willing to adopt takaful products, and their decision depends on two factors i.e. compatibility and awareness.
In addition, Razak et al. (2013) attempted to identify the level of acceptance of takaful products among Malaysian communities and to determine the important factors that influence Malaysians to purchase takafulproducts, covering a sample of 100 respondents. The results emphasised five main explanatory variables, namely, perception, product features, promotion, benefit and service quality. The results indicated that all the variables included in the model are significantly affecting the level of acceptance of takaful products. Furthermore, the results showed a high level of acceptance of takaful products in Malaysia.
In a different context, Bashir and Mail (2011) examined the customers' perception of takaful products in Brunei Darussalam. The authors studied a sample of 100 respondents and applied descriptive statistics. Their findings showed that the most common issue encountered by the takaful policyholders is the long and complicated claiming process.
On the other hand, Echchabi and Echchabi (2013) investigated the level of acceptance of takaful products among French Muslims, and the factors that influence their decisions, using a sample of 100 respondents and applying SEM and t-test. Their findings indicated that subjective norm has a positive influence on the attitude towards takaful products. Furthermore, attitude and perceived behavioral control were found to have a positive influence on the intention to adopt these products. Finally, the French Muslims have shown strong willingness to adopt takaful products as an alternative to the existing conventional insurance products depending on the aforementioned dimensions.
Finally, Coolen-Maturi (2013) examined the demand for takaful products among Muslims in the UK, using a sample of 230 respondents. Their results showed that there is a lack of awareness about takaful among Muslims in the UK. Furthermore, the respondents preferred to buy takaful policies through banking institutions rather than the independent takaful institutions.
From the above studies it can be noted that they were mostly conducted in Asia and Europe, while none of the studies were conducted in Arab countries, and particularly in Yemen, which is a fast growing context for takaful industry. Furthermore, they have used different models, or based on different explanatory factors. This fact has led to a mixture of findings and conclusions regarding similar issues. In contrast, this study attempts to lay the ground for a comprehensive framework to be applied in the future studies on this topic. For that matter, this study applies an extended and adjusted version of the Innovations Diffusion Theory (IDT) which is in line with the takaful products, and the Yemeni setting. Using this framework, the current study fills up the gap by examining the Yemeni customers' intention to adopt takaful products, and the factors that may potentially influence their decisions. Hence, this is an attempt to answer two main questions, as follows:
1. Are the Yemeni customers intending to adopt takaful products?
2. What are the factors that influence the Yemeni customers' intention to adopt takaful policies?
The findings of this study have significant implications for the theory, policy makers and practitioners, which will be discussed in later sections. The remainder of the paper is organised as follows: Section 2 presents the model applied in this study i.e. IDT. Section 3 explains the research methodology, including the structure of the instrument used and the statistical tools applied in this study. Section 4 discusses the main results, and finally section 5 covers the implications, recommendations and limitations of this study. Moreover, the Islamic finance law in Yemen gives the decision making power to the SSB as the IFI's management has no rights to compromise or refuse SSB decisions and management is required by law to follow the resolutions. The SSB shall issue an annual report on the extent of the IFI's commitment to and compliance with the Shari'ah teaching and the extent of IFI commitment to the Shari'ah audit guidance and distribute the report to the shareholders. Finally, the SSB members shall meet regularly and should disclose the number of meetings held annually (Yemen Islamic Bank Law 2009).
Overview on the Islamic Finance Regulations in Yemen
It is noteworthy that the Yemeni law number 21, issued in 1996, was amended in 2009 under law number 16 to accommodate the establishment of IFIs in the country. This law permits the establishment of IFIs and Islamic banking windows subject to the Yemeni Central Bank approval. The latter is also given depending on the financial products to be launched by these IFIs.
Research model and Hypotheses Development
The products and services adoption, especially for relatively new products and services, has been extensively studied in the existing literature through several models. This includes theory of reasoned action (Ajzen and Fishbin 1980) , theory of planned behaviour (Ajzen 1991) , decomposed theory of planned behaviour (Taylor and Todd 1995) , technology acceptance model (Davies 1989) , innovations diffusion theory (Rogers 2003) , etc.
These models were earlier used as the basis for the studies on technology innovations (Tan and Teo 2000; Teo and Pok 2003; Fisher and Chu 2009; Sharma and Bock 2005; Taylor and Todd 1995; Shih and Fang 2004; Puschel et al. 2010; Nor 2005; To et al. 2008; Al-Majali and Nik Mat 2010; Hightower and Brightman 1994; Suki 2010; Folorunso et al. 2010) ; however, recently, they were further extended and adjusted to study other products and services, such as foodstuffs, banking services, insurance services, etc. (Abdullah and Abdul Rahman 2007; Rammal and Zurbruegg 2007; Gerrard and Cuningham 2003; Thambiah et al. 2010; Ayinde and Echchabi 2012) . Among these models, IDT is the most widely applied and tested across fields (Almobarraz 2007) . Rogers (2003, p. 12 ) defines innovation as "an idea, practice, or project that is perceived as new by an individual or other unit of adoption." The "newness" aspect in that sense is relative, as innovations might have been conceived for a long time, but it could still be perceived as new compared to a longer existing substitute. In the context of the current study, the takaful industry is relatively new compared to the long existing conventional insurance industry. Hence, it is still considered an innovation in this respect.
Hence, the "newness" characteristic stimulates a process of three main steps identified by Rogers (2003) as knowledge, persuasion and decision. In this context, the process starts by exposure to the innovation and its main features in order to acquire the necessary knowledge about it. This knowledge about the innovation usually results in developing either a positive or negative attitude about the innovation, and finally the potential adopter or group of adopters decide either to adopt or reject the innovation based on the first two steps.
IDT originally consisted of five main dimensions, namely, relative advantage, compatibility, complexity, trialability and observability. Rogers (2003, p. 229) defines relative advantage as "the degree to which an innovation is perceived as being better than the idea it supersedes." Compatibility is defined as "the degree to which an innovation is perceived as consistent with the existing values, past experiences, and needs of potential adopters" (p. 15). Complexity refers to "the extent to which an innovation is perceived as relatively difficult to understand and use" (p. 15). Trialability refers to the "degree to which an innovation may be tried out prior to final use" (p. 16). Finally, observability is defined as "the degree to which the results of an innovation are visible to others" (p.16).
The model was updated and adjusted in the subsequent empirical studies, depending on the respective fields. In the specific area of Islamic banking, Islamic finance, or takaful, the studies have identified uncertainty, social influence and awareness as potential determinants of Islamic banking and takaful products adoption (Abdullah and Abdul Rahman 2007; Thambiah et al. 2010; Echchabi and Olaniyi 2012; Rammal and Zurbruegg 2007) . Particularly, uncertainty is often considered a major obstacle to the adoption of innovations (Sahin 2006) , as the latter remains relatively new at the early stages and its nature and features remain not fully known by the potential adopters. On the other hand, the decision of potential adopters to adopt or reject an innovation is generally dependent upon the influence of social groups, such as family, peers, colleagues, etc.
Thus, the final model shown in Figure  1 includes five explanatory variables, namely, uncertainty, relative advantage, compatibility, social influence and awareness. Among these variables, only uncertainty is expected to have a negative influence on behavioral intention. Accordingly, the following hypotheses are posited and further discussed.
The insurance business is commonly associated with the uncertainty lying in the future expectations (Economides 1982; Guiso and Jappelli 1998) . Though the takaful industry operates under the Islamic principles that ban Riba, and particularly Gharar and Maysir, the customers' association between insurance industry and uncertainty might still be entrenched (Echchabi and Aziz 2012) . Furthermore, the takaful products are still relatively new, which implies that a number of their features are still ambiguous to customers (Matsawali et al. 2012) . Hence, it is hypothesised that uncertainty associated with takaful products and their features has a negative effect on their adoption. 
H1: Uncertainty has a negative influence on the
Yemeni customers' intention to adopt takaful products.
As far as relative advantage is concerned, the conventional insurance products relatively benefit from the long market existence compared to the takaful equivalent (Salman 2014) . However, the latter has a number of unique features that give it a relative advantage over the former (Ayinde and Echchabi 2012) . For instance, the takaful products provide their users with a more prompt claim of deposits due to the flexibility of the system. Furthermore, it equips its users with the social prestige associated with the Islamic principles of takaful products. More importantly, takaful promotes a sense of solidarity among the users (Matsawali et al., 2012) . Hence, it is hypothesised that the relative advantage of takaful over conventional insurance regarding these dimensions, has a positive influence on these products' adoption.
H2: Relative advantage has a positive influence on the Yemeni customers' intention to adopt takaful products.
Takaful is notably an insurance arrangement that operates in line with the Shari'ah principles (Hussain and Pasha 2011; Swartz and Coetzer 2010) . This dimension has been identified in the literature as one of the main criteria motivating customers to opt for takaful rather than the conventional equivalent Ayinde and Echchabi 2012) . In addition, customers are usually in search of products and services that are in line not only with their religious beliefs, but also with their lifestyle and social prestige (Langer 2014) . Furthermore, the Yemenis are known for their strong religious orientation and social connectedness (Saif 2012) . Hence, it is hypothesised that the compatibility of the takaful products with the religious beliefs, social prestige and lifestyle of the customers has a positive influence on their adoption of these products.
H3: Compatibility has a positive influence on the
The Yemenis are commonly known for their religious orientation and social connectedness (Saif 2012) . These two dimensions put together insinuate that the Yemenis' decisions are highly dependent upon their religious beliefs as well as the influence of their social environment. As takaful products are generically in compliance with the religious beliefs of the Yemenis, it is expected that the social environment will favor them over their conventional equivalent. Hence, it is hypothesised that the social influence has a positive influence on the Yemenis' adoption of takaful products.
H4: Social influence has a positive influence on the
Awareness of products and their features is required prior to their adoption (Roberts and Gregor 2005; Boztepe 2012 ). This principle is also valid in the case of takaful products, which have a number of features that are relatively new and unique and thus relatively unclear to customers (Ainley et al. 2007 ). These features range from the technicalities of the structure to the simplest mechanisms of applications and claims. Hence, it is hypothesised that awareness has a positive influence on the adoption of takaful products.
H5: Awareness has a positive influence on the
As mentioned earlier, the Yemeni people are religiously-oriented. Hence, the Islamic aspect of any product or service offered initially matters to them. This proposition is supported by the experience of the insurance company by the name of "United Insurance" which introduced takaful products in 2008. In that specific instance, around 80 percent of the existing customers changed to takaful (Saif 2012) . Furthermore, the insurance sector realized the importance of takaful products in attracting the Yemeni customers and investors, and therefore led the insurance companies, as well as some Yemeni Islamic banks, to introduce takaful products and to launch new takaful companies and subsidiaries (Saif 2012) . Hence, it is hypothesised that the Yemeni customers are willing to adopt takaful products.
H6: The Yemeni customers are willing to adopt
takaful products.
Methods
The current study focuses on the Yemeni context. The target sample size was 200 respondents determined through the previous similar studies in this area (Mazanai and Fatoki 2010; Ismail et al. 2013; Muhamat et al. 2011, etc.) . Out of the distributed questionnaires only 123 were properly and completely filled in and returned. Thus, a response rate of over 61 percent was achieved. Specifically, 39 percent of the respondents are using takaful products, while 61 percent use conventional insurance products.
The survey questionnaire was designed to collect information about the perception of the customers toward the attributes of the takaful as well as their intention to adopt and/ or continue using it in their future transactions. For measuring this information, a Likert type scaling was used (1 = Strongly Disagree and 7 = Strongly Agree). 33 items were listed in this section and most of them were derived from the previous studies conducted in other countries as highlighted above, as well as from current takaful literature with necessary adaptations made for the specific context of this study, mainly from Ayinde and Echchabi (2012) . The second section of the questionnaire explored information about respondents' profiles, i.e. gender, age, marital status, employment status, etc. The questionnaire was made in English and was subsequently translated into Arabic and distributed as such.
The data gathered were subsequently analyzed using structural equation modelling and one sample t-test. The choice of this technique was inspired by Hair et al. (2010) as well as from similar studies conducted in this area. It is worth mentioning that the analysis was done through AMOS 18 and SPSS 18.
The demographic information indicates that 87.8 percent of the respondents are male, while 12.2 percent are female. In terms of age grouping, a majority of the respondents are between 20 and 30 years i.e. around 61.8 percent, while the remaining 32.5 percent are between 31 and 40 years. Overall, around 66.7 percent are married while the remaining 33.3 percent are single.
Regarding the level of education, around 65.9 percent hold a bachelor's degree, 20.3 percent hold a Master's degree, and 11.4 percent hold a diploma. In terms of occupation, 87 percent of the respondents are working in the private sector, and 9.8 percent are students.
Findings and Discussions

Reliability and Validity Measures
Prior to the structural model estimation through Structural Equation Modelling (SEM), a basic requirement is the analysis of the model validity. The latter is made up of four main elements, namely, convergent validity, discriminant validity, face validity, and nomological validity.
Convergent validity refers to the requirement that the items measuring a given construct should share a high proportion of common variance. There are several tools to assess convergent validity, including average variance extracted (AVE), factor loadings, as well as reliability measures (Cronbach Alpha for this study) (Hair et al., 2010) . Accordingly, it is suggested that a Cronbach Alpha greater or equal to 0.6 is acceptable, similarly, and acceptable level of AVE and factor loadings should be 0.5 and above.
In this regard, Table 2 shows that the Cronbach Alpha values are ranging between 0.727 and 0.904. Furthermore, the AVE values range between 0.561 and 0.734. Hence, all the requirements for convergent validity are met, since the factor loadings are also all greater than 0.5. Thus, convergent validity is achieved in this model.
In addition, discriminant validity refers to the requirement that each construct in the model is distinct from the remaining constructs. There are different ways to assess discriminant validity. In this study the correlation between constructs will be fixed to 1 and the fit indices for the baseline and restricted models will then be compared. At this level, discriminant validity is achieved if the difference in fit indices between the two models is significant. In this regard, the results in Table 3 (Broyles et al. 2010; Singh et al. 2011; Kim and Forsythe 2010) . Hence, the overall model is validated.
Hypotheses Testing
In order to test the hypotheses posited above, the path analysis using SEM is applied for the first five hypotheses, while t-test is used to test the sixth hypothesis. In this regard, the mean values in Table 4 indicate high values for compatibility, behavioral intention and relative advantage, with significant t-test values. This result indicates that the Yemeni customers are appreciative of the relative advantage of takaful over conventional insurance, especially in terms of service quality, promptness in claims payment, and offering social prestige to the users. Similarly, it implies that the customers are initially intending to adopt takaful products, shown by the high mean value and the significance of its difference from the neutral point of reference. Hence, hypothesis 6 is supported. Furthermore, the high mean value for "compatibility" and its significant difference from the mean indicates that the Yemeni customers consider takaful to be compatible with their social and religious values, their financial needs, and previous insurance contracts, as well as their lifestyle.
On the other hand, the results indicate that the mean for "social influence" and "awareness" is slightly greater and significantly different from the neutral value. These values show that the Yemeni customers generally do not consider the opinions of each other prior to decision making. Furthermore, the results indicate that a majority of the respondents consider themselves to be aware and understand the principles and operations of takaful.
In addition to the t-test results above, a one way ANOVA test has also been conducted to identify possible differences across demographic groups regarding all the model dimensions. The results of the ANOVA test are reported in the appendices. In terms of gender, the results indicate that there is a significant difference between male and female respondents regarding the relative advantage of takaful products, whereby male respondents have a more positive perception regarding this aspect. In terms of marital status difference, the results indicate that married re- spondents have a tendency to be more aware of takaful operations compared to single respondents. Finally, in terms of occupation, the results reveal that self-employed respondents are more likely to perceive the takaful products as uncertain compared to other groups. Similarly, the respondents employed in the private sector have a tendency to be more aware of takaful operations compared to other groups.
On the other hand, the results in Table  5 indicate that uncertainty does not have a significant influence on behavioral intention. Hence, hypothesis 1 is rejected. This contradicts the findings of Tan and Teo (2000) , Teo and Pok (2003) , Fisher and Chu (2009), Nor (2005) , and Sharma and Bock (2005) . This might be explained by the pre-notion that customers usually have about the amount of risk involved in the insurance business, which might have made it an irrelevant selection dimension for takaful insurance by Yemeni customers. In addition, the Yemeni business environment is an uncertain environment due to political instability which might also be one of the reasons that drive the Yemeni customers to disregard the uncertainty aspect of takaful products.
Furthermore, relative advantage does not have a significant influence on behavioral intention. Hence, hypothesis 2 is rejected. This contradicts the findings of Taylor and Todd (1995) , Tan and Teo (2000) , Teo and Pok (2003) , Shih and Fang (2004) , Nor (2005) , Puschel et al. (2010) . This result might be explained by the strong Islamic religious culture as well the traditions and norms associated with it, which might have made the immediate difference between takaful and conventional insurance irrelevant for the Yemeni customers.
In addition, compatibility has a significant positive influence on behavioral intention. Hence, hypothesis 3 is supported. This finding is in line with Tan and Teo (2000) , Fisher and Chu (2009 ), Nor (2005 ), Puschel et al. (2010 ), and To et al. (2008 . However, they contradict the findings of Teo and Pok (2003) , Shih and Fang (2004), and Al-Majali and Nik Mat (2010) . This implies that the compatibility of takaful principle with the social and religious values, lifestyle, and financial needs, is an important factor for Yemeni customers in selecting their takaful insurance contracts, which is in line with the nature of the Yemeni population. On the other hand, social influence does not have a significant influence on behavioral intention. Hence, hypothesis 4 is rejected. This contradicts the findings of Taylor and Todd (1995) , Echchabi and Olaniyi (2012) , Al-Majali and Nik Mat (2010 ), Puschel et al. (2010 ), and Teo and Pok (2003 . This implies that the Yemeni customers' decision to purchase either type of insurance policies is not subject to social groups influence, but rather individualistic in nature, which complies with the nature of the Yemeni population as aforementioned.
Finally, awareness does not have a significant influence on behavioral intention.
Hence, hypothesis 5 is rejected. This contradicts the findings of Thambiah et al. (2010) , To et al. (2008) , Abdullah and Abdul Rahman (2007) , and Rammal and Zurbruegg (2007) . This might be explained by the strong religious knowledge among educated Yemeni citizens.
Thus, among the five explanatory variables initially included, only one is found to be significantly influencing the intention of the Yemeni customers to adopt takaful products instead of conventional insurance policies. Specifically, compatibility explains about 43 percent of the variation in the behavioral intention. 
Conclusions
The objective of the current study was two-fold i.e. to explore the intention of the Yemeni customers to adopt takaful products and to determine the variables that may influence it. The results indicated that the Yemeni customers are generally intending to adopt takaful products. On the other hand, the findings revealed that the main variable that influences the customers' decision is compatibility.
These findings have significant implications for the theory, for policy makers and regulators as well as for the practitioners. Particularly, this study is an extension of the IDT to a different setting and to a different area of study that has been under-researched previously. Hence, this study proves the applicability of this theory in a relatively newer context. Accordingly, the findings showed that when dealing with takaful products, the Yemeni customers -and other citizens with similar backgrounds and traits-mostly stress and consider the compatibility aspect of these services with their religious and social values, lifestyle and previous insurance contracts. In addition, the above findings are considered a major step toward the establishment of a comprehensive framework to be applied when studying the customers' perception of takaful products in similar settings.
Hence, the takaful companies and takaful policies' providers at different levels are required to emphasize this aspect i.e. compatibility, in order to popularize these services and convince customers to adhere to them instead of the existing insurance services. This endeavour is especially relevant in this era where the takaful industry is operating underpotential and where it is still commonly perceived as a mere replication of the conventional insurance products. Furthermore, the takaful companies should conduct large scale advertising campaigns to meet the potential demand for these products. These campaigns should mainly emphasize the dimensions that are highly regarded by the Yemeni customers.
Similarly, it is recommended that the policy makers and regulators smoothen the regulatory and fiscal processes to allow the takaful industry to flourish not only in Yemen but globally. Notably, a comprehensive and distinct regulatory framework for takaful would certainly allow the takaful players to compete on relatively comparable grounds with the conventional insurance providers. Specifically, the policy makers are highly required to ensure the compatibility of the takaful practices with the Shari'ah rules. This requirement is due to the significance of this dimension to differentiate between conventional insurance and takaful products, and which is highly regarded by the Yemeni customers as well.
Finally, the current study has a number of limitations that should be taken into account in the future studies in this area. Firstly, the sample size is relatively limited, though accurately calculated, hence the results cannot be generalized to the whole Yemeni population. Thus, it is recommended that future studies select a larger and more representative sample size, in order to generalize the results to the whole country. It is recommended future studies also extend these findings to other contexts and preferably use other models as well. In addition, it is recommended that future studies focus on specific takaful products, and preferably life vs nonlife products. 
